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Corporate social responsibility (CSR) is a concept used by firms to obtain competitiveness. 
Although the focus of academic research has been on identifying the link between financial and 
social performance, the causal evidence of this relationship remains unclear. Our research 
attempts to fill this gap by validating hypotheses indicating that the effect of CSR on business 
competitiveness requires integrating other variables. The literature review shows limited 
research conducted on CSR and professional sports in emerging countries. Our article fills these 
gaps by investigating the effect of CSR on competitiveness of football teams. Our results will 
expand the applicability of CSR to other organizations, while at the same time offering 
recommendations to a sector with economic and sociological global repercussions. 
 





Corporate social responsibility is a concept that 
firms have used for decades in some form or 
another to obtain competitiveness (Mohtsham Saeed 
and Arshad, 2012). After being critized and rejected 
by business leaders for decades, the notion of CSR 
has suddenly become a central focus of the modern 
corporation (Lee, 2008). Despite the growing interest 
in this topic, the literature review shows conceptual 
and empirical gaps. 
At the conceptual level there are several gaps 
on three types of literature: corporate literature, 
sports literature and football industry literature. A 
review of the corporative literature shows two of 
them still unresolved. The first one relates to the 
fact that there has not been still established a causal 
relationship between CSR activities and the value of 
the company (Servaes and Tamayo, 2013; Soana, 
2011). According to the authors, this gap is due to 
methodological problems and model 
misspecification (Margolis and Walsh 2001), but also 
because the pathways to how do CSR activities 
affects firm value are unknown (Servaes and 
Tamayo, 2013). The second gap is caused by the lack 
of clear definition of CSR. This term is presented 
with numerous different definitions, as each 
prioritize CSR’s different dimensions (Dahlsrud, 
2008). For example, some authors suggest that CSR 
is a strategic function that the CEO should be in 
charge of; others insist that the CSR is a Public 
relations function (Clark, 2000); while others say 
that CSR is a function of marketing and branding 
(Landreth Grau and Garretson Folse, 2007). This 
cause-related marketing perspective has been 
explored broadly in the business literature (Dean, 
2003) and also in the sport literature (Irwin et al., 
2003; Roy and Graeff, 2003). 
In the sports literature the gap comes from the 
lack of knowledge about the role of CSR in this 
sector. The few relevant publications have only 
emerged in the last decade (Kott, 2005; Robinson, 
2005). This growing interest is due to the fact that 
sports organizations are finally realizing that their 
image and reputation is important to succeed in 
their industry (Westerbeek and Smith, 2007). 
In the literature from the football industry, the 
gap is also reflected by the scarcity of information 
on the subject. The interest in studying this gap has 
been recently awakened first of all because the 
managers of the football clubs face the challenge of 
knowing how to reconcile its economic and trade 
activities with their role as social institutions 
(Morrow, 2003). Secondly, professional football 
organizations have recognized that their 
transformation into strong business institutions 
have a high impact on the political and social areas 
(Kolyperas et al., 2015). Indeed, recognition of this 
impact on society has caused the Federation 
Internationale de Football Association (FIFA) to make 
significant investments regarding social activities 
responsibility (FIFA 2014). Also in England, football 
clubs have developed CSR actions to show their 
commitment to the societies in which these clubs 
operate (Brown et al., 2006). 
Despite these actions, a study of CSR in 
European football found that most of the national 
associations do not yet have a formal CSR strategy, 
but they do have a code of conduct in relation to 
their followers, as these are considered their most 
important group of stakeholders (Walters and Tacon, 
2011). 
At the empirical level, there are still very few 
studies that examine the factors that motivate 
professional sport organizations to become involved 
in CSR activities (Babiak and Wolfe, 2009). Likewise, 




also there are still few studies that assess the impact 
of the CSR actions towards sport organizations and 
their followers (Walker and Kent, 2009). 
Our research attempts to fill these conceptual 
and empirical gaps. We will focus in testing 
hypotheses that prove that the effect of CSR on 
clubs competitiveness require integrating other 
variables little studied in the literature. Our focus on 
the consumer as the key stakeholder is based on 
Barnett’s (2007) affirmation that the impact of CSR 
on a firm’s value depends on its ability to influence 
their consumers. 
We also suggest that CSR can contribute to 
increasing the competitiveness of clubs, if it can 
influence the follower loyalty to the brand of these 
clubs. In addition, we also seek to assess whether 
the influence of CSR is a Public relations type, or if it 
has an impact on the followers as a separate specific 
construct. 
The study of the soccer industry is justified for 
several reasons. First, in recent decades soccer has 
become a multibillion dollar industry (Castellanos et 
al., 2007), impacting the communities in which 
stadiums are located (Shropshire, 1995). Second, 
soccer is considered the most popular sport in the 
world (Hoffmann et al., 2002), and it has also 
become a lifestyle (Foer, 2010). Third, the growing 
commercialization of professional football over the 
past two decades has increased the need to study its 
competitiveness drivers (Tacon 2007). We also see 
that even though it is important to study 
competitiveness in sports, we find that specialized 
literature in this topic is still in its infancy (Bauer et 
al., 2008). This study will take place in Peru, which 
has been chosen for several reasons. Peru, 
economically, is taking on a growing role in the 
region (Gestion, 2014). Besides, this country is still 
at 50% of their real potential of television rights 
revenue related to football (Portugal Prado, 2014). 
 
2. LITERATURE REVIEW  
 
We will here define the variables involved directly 
and indirectly in loyalty to the team brand. We then 
analyze the actions that can be used to influence 
clubs so they may increase their brand image, and 
the motivational variable of the fans that may 
influence the market competitiveness of these clubs.  
 
2.1. Actions of the clubs  
 
In this section we described the most important 
researches done on the subject of our theoretical 
framework. First we present the concepts of CSR and 
Public relations as actions that clubs can use to 
influence the perception of their brands.  
 
2.1.1. Corporate Social Responsibility (CSR) in sport  
 
The rapid growth of the sports entertainment 
industry has encouraged clubs to develop strategies 
to gain an advantage over their competitors. Some 
authors have presented strategies based on 
management of human resources, such as 
employees and volunteers (Fairley et al., 2007), but 
others suggest that sports clubs should also 
consider using CSR in all relationships with their 
stakeholders as a way to ensure organizational 
success (Bradish and Cronin, 2009; Smith and 
Westerbeek, 2007). This is valid especially in the 
professional sports organizations, which have high 
impact on the communities where they work and 
faced an audience with a growing social 
consciousness (Wilner, 2008). 
The organizational literature offers several 
reasons to grant such organizations vital importance 
to its image and social reputation. For example, it is 
known that there is a positive relationship between 
organizational success and reputation (Gibson et al., 
2006). We also know that CSR impacting consumers 
(Ellen et al., 2000) and that this impact positively 
orients the preferences of the consumers for the 
company and its products (Creyer and Ross, 1997). 
This latter view coincides with several 
researchers who suggest that CSR creates 
organizational and social benefits that are 
associated with high organizational performance 
and increased financial income (Aguilera et al., 2007; 
Barnett, 2007), in addition to its power to generate a 
strategic intangible resources, such as reputational 
capital (Lewis, 2003). 
It is a global trend for companies to show their 
responsibility to the societies in which they operate 
(Halme et al., 2009), because there is a definite 
interdependence between the two (Porter and 
Kramer, 2006). As a result, organizations need to 
incorporate CSR in formulating their corporate 
strategies (Husted and Allen, 2000) and accept that 
this holds a universal concept that influences 
business decisions and actions (Pearce and Doh, 
2005). 
While the study of CSR has increased in 
importance in the literature of management and 
organizational behavior, this concept has only 
recently begun to be studied in the area of sports 
management (Brietbarth and Harriss, 2008; Smith 
and Westerbeek, 2007; Walker et al., 2007; Kott, 
2005). 
According to some authors, sports clubs have 
different ways of using CSR and use it more 
effectively than traditional business: through 
donations, gifts, sponsorship, social marketing 
actions, financial contributions and volunteer 
activities to support community (Smith and 
Westerbeek, 2007). 
The study of CSR in football is justified 
because this activity is more than a sport, it is also a 
business activity that moves a lot of money, 
attracting considerable investment and is therefore 
exposed to the media (Breitbarth and Harris, 2008). 
Football clubs, like any organization, also have a 
reputation to be managed and thus must develop 
CSR actions (Geoff and Tacon 2010). 
 
2.1.2. The influence of Public relations (PR) in sport 
 
PR have been defined as the strategic management 
of companies (Hutton, 1999), but has also been seen 
as a way to get free publicity through the media 
(Gregory, 2001). However, there is still some debate 
about its definition and its effectiveness. For some 
authors, PR is so important that it can substitute 
advertising (Ries and Ries, 2002). For others, PR 
should not be considered as a marketing function 
and therefore should not be integrated in the 
commercial communication (Lauzen 1991). 
While this debate continues, one of the most 
accepted definitions indicates that PR is the 




management function that establishes and 
maintains beneficial relationships between an 
organization and the public on whom it depends for 
its institutional operations (Cutlip et al., 2000). 
Therefore, sports clubs should use PR for 
institutional benefits and generate profits for their 
public (Ledingham and Bruning, 2001). 
 
2.2. The team as a brand 
 
Since the late 90s, several authors noted that an 
event or sports team could be considered as a brand 
(Ferrand and Pages, 1999; Gladden and Milne, 1999). 
There are two main reasons for managers of 
professional sports clubs to manage their 
organizations as if it were a brand. First, the game 
result is uncontrollable and unpredictable, so they 
must build a brand that generates a long-term 
relationship with his followers (Gladden et al., 1998). 
This way, a strong club’s brand protects the 
potential financial damage caused by negative 
results in sport (Gladden and Funk, 2001). Secondly, 
the growing competition between the clubs for 
attention from the media and its followers is also 
demanding the creation of a strong brand (James et 
al., 2002). Having a strong brand will allow them to 
stand out from the other clubs and the other 
existing recreation alternatives (Mullin et al., 2007; 
Kaynak et al., 2008). 
For our study we rely on the few precedents 
that exist for launching the brand in the sports 
sector. Thus, the brand image is defined as 
perceptions developed by the follower on a sports 
brand that can be evaluated by the associations held 
in consumer memory (Keller, 1993). This definition 
supports the model developed by Gladden and Funk 
(2001, 2002), which includes the categories 
proposed by Keller (1993) and the ones also used by 
Bauer et al., (2008) and Kaynak et al. (2008). The 
literature presents that the brand in the sports 
sector is form of attributes, benefits, and attitudes 
towards the brand. We also find extensive literature 
in psychology (Fishbein, 1963), that presents 
conceptual differences between the perception 
(attributes and benefits) and attitude (Pomerantz, 
2003). 
These conceptual differences are also 
recognized by authors who want to better 
understand the ways that brands impact consumer 
evaluations of branded offerings. So, Raggio et al. 
(2014), after confirming the existence of what they 
termed “differential brand effects”, they recommend 
that future models should incorporate these 
differences. 
In this study we differentiate between benefits 
and attributes of brands. Raggio et al. (2014) defines 
brand-benefit belief as “the consumer’s belief about 
the degree to which (or whether) a brand provides a 
specific benefit”. This perspective allows us then to 
evaluate differently the benefits and the attributes 
that the brand should incorporate (Hutchinson and 
Alba, 1991). 
We believe it is important to clarify the 
relationship between these concepts, because there 
is some evidence that in other sectors the image of 
the brand can determine consumer loyalty (Murphy, 
1996; Osman, 1993), which is a dependent variable 
in our model. 
 
2.3. Motivational aspect 
 
The literature indicates that sporting events are a 
predominant form of leisure behavior in today's 
society (James and Ridinger, 2002). Knowledge of 
the factors that motivate people to become sports 
spectators is a theoretical and practical challenge for 
researchers and sports professionals (Armstrong, 
2002). Many studies have addressed the 
phenomenon of spectator and amateur sports. Some 
studies have focused on the psychological results of 
the viewer, to analyze the processes of socialization 
and patterns of motivation behind this way of 
enjoying their free time (Zillman et al., 1979). Other 
studies have focused on factors related to the 
identification of spectators with a particular team 
(Wann, 2000), such as pleasure and involvement 
(Sloan, 1985). 
 
2.3.1. The involvement of the follower 
 
The concept of involvement grew out of social 
judgment theory (Sherif and Hoveland, 1961) and 
has been used in research on consumer behavior to 
understand the behavior of purchasing goods 
(Kapferer and Laurent, 1985; Rothschild, 1984). 
Among the available definitions, involvement 
represents an internal variable that reflects the 
amount of enthusiasm or effort evoked by a 
stimulus or situation, which mediates consumer 
behavior (Mitchell, 1979). For Rothschild (1984), 
involvement is defined as a state of motivation, or 
interest with respect to a product, activity or object. 
For Zaichkowsky (1985), this concept indicates the 
perceived importance of the object for the 
consumer, which is based on its inherent needs, 
values and interests. 
In the literature on sports, that involvement is 
one of the determinants of sports consumption (Koo 
and Hardin, 2008). Previous research has found that 
the level of involvement with the product positively 
influences the attitude towards it (Wakefield and 
Blodgett, 1994). Similarly, Wann and Branscombe 
(1993) found that if the fans have high levels of 
involvement with a team, it causes an increased 
assistance and less elasticity and variations of the 
ticket price. 
This literature considers that the involvement 
of the follower is related to the perceived personal 
interest and personal importance given to a sport 
(Shank and Beasley, 1998). In this way the involved 
follower goes from an initial stage of consciousness 
until he/she reaches a connection to the team (Funk 
and James, 2001) and finally becomes part of a 
community around the sports’ brand (Tsiotsou and 
Alexandris, 2009). 
This type of literature has followed the 
perspective of Rothschild (1984) to define the 
sports’ involvement as a state of enthusiasm or 
interest related to this recreational activity or 
product. This definition has been used to study 
attendance to sport events but it also seems 
appropriate when investigating other areas of sports 
such as consumer loyalty (Funk and James, 2001). 
Considering the consumption of a sport as driven by 
highly engaged customers, it is important to analyze 
how this concept relates to the motivations and 
loyalty that lead to the consumption in this sector 
(Martin, 2013). 




2.4. Loyalty to the team’s brand 
 
It is important for teams to have the loyalty of 
supporters to their brand, because that loyalty gives 
them support, even in periods of sports losses (Rein, 
Kotler and Shields 2006). The high levels of 
connection from their followers can be used by the 
teams to increase their presence in the media, in 
order to extend their brand to other 
products/services (Gladden and Funk 2001), and to 
condition the will of the followers come and stay at 
sports stadiums (Lee et al., 2012). 
The construct brand loyalty is so important 
that it has for decades generated various definitions 
(Jacoby, 1971). This term has been used 
synonymously with other concepts, such as repeat 
purchase, preferences, engagement, retention and 
loyalty (Rundle-Thiele and Mackay 2001). Because of 
this diversity, most research has focused on 
behavioral responses to measure loyalty, but fail to 
explain why this is generated and why certain 
brands are repurchased (Dwye, 2011). 
For decades it had been indicated that it is not 
enough to define brand loyalty, as just behavioral 
responses (Jacoby and Chestnut, 1978). According to 
Jacoby and Chestnut (1978) behavioral responses 
simply represent the static result of a dynamic 
decision-making process. That is why models are 
developed based on behavioral and attitudinal 
loyalty (Mahony et al., 1999 Fournier, 1998). The 
behavioral loyalty model has been defined in terms 
of repeat purchase behavior (Chaudhuri and 
Holbrook, 2001). 
Within the attitudinal model, Aaker (1991) 
defines brand loyalty as the consumer’s established 
connection with the brand, based on the value it 
attributes to the product’s name (Couvelaere and 
Richelieu 2005). In the sports sector several authors 
are found to study loyalty also to adopt an 
attitudinal dimension. For this article, brand loyalty 
is the result of positive attitudinal association to a 
specific brand (Back and Parks, 2003). This 
definition includes psychological consumer loyalty 
to the brand (Quester and Lim, 2003). This 
perspective allows us to consider, as Funk and 
James (2004) do, team brand loyalty as the 
commitment that guides the follower’s buying 
behavior (e.g. consumption of products with the 
team’s brand, consumption sports and activities 
sponsored by the club). This topic is the dependent 
variable in our conceptual model. 
 
3. PROPOSED MODEL AND HYPOTHESIS 
 
Figure 1 shows the proposed model indicating the 
variables involved directly and indirectly in the 
formation of team brand loyalty. The assumptions 
between integrated variables in the model will be 
discussed below. 
 
Figure 1. Proposed Model and Hypothesis 
 
 
Source: Own elaboration 
 
3.1. Influence of CSR in team brand image 
 
CSR is a topic that is increasingly important in 
strategic business decisions, although their 
corporate development is still low (Stewart, 2006). 
The main problem to solve is the lack of 
understanding about the impact that CSR has on 
business competitiveness (Porter and Kramer, 2006; 
Mackey et al., 2007). 
To help clarify this relationship we rely on the 
widespread view that the competitiveness of the 
company is defined by the market (Vilanova et al., 
2009). Like these cited authors, we believe that the 
key factors of competitiveness of the company are 
based on variables that can be influenced by CSR, 
such as reputation, image and brand value, among 
others. 
As to brand value, it is assumed that the 
adoption of CSR has a positive impact on the 
identity and brand building of the company. This 
effect is important because strong brands are vital 
for the competitiveness of the firm in the long term 
(Santos-Vojande et al., 2013); therefore, we assume 
that the actions of CSR generate a positive 




perception of corporate brand attributes (Fan, 2005). 
On the other hand, we also accept that CSR is a way 
to build a sense of confidence in the benefits 
brought by the brand (Brady, 2003; Willmott, 2003); 
therefore, we make the following assumptions: 
 
H1.1: The higher the level of CSR activities is, 
the higher the level of perceived team brand 
attributes will be. 
 
H1.2: The higher the level of CSR activities is, 
the higher the level of perceived team brand benefits 
will be. 
 
3.2. The influence of PR in team brand image 
 
Some of the benefits PR can bring to companies are: 
affect purchases because of their support of the 
actions of the other variables of commercial 
communication (Shimp, 1993), given that it spreads 
goodwill and the good image of the company’s 
products (Plowman et al., 2001). It also helps the 
credibility of the product's benefits, at the same 
time that support the sales force (Kotler et al., 2005), 
besides helping to change attitudes and behaviors 
(Cutlip et al., 2000, Hendrix 2004). Therefore, to 
evaluate its effectiveness, it is recommended to 
analyze their impact on the understanding of the 
message, as well as the perceptual changes 
influencing the behavior of purchasing choice 
(Ledingham and Bruning, 2001). 
The review of the literature shows that PR has 
been studied in different industries and 
applications. For example, brand positioning (Pullig 
et al., 2006), acceptance of public policies improving 
corporate image (Renkema and Hoeken, 1998), 
amongst others. In the field of sports consumption, 
research on PR is still scarce (Curtin and Gaither, 
2005), although it is studied in management texts 
and sporting events (L'Etang, 2007). Based on the 
above information, it is reasonable to develop the 
following hypotheses: 
 
H2.1: The greater the level of the PR actions, the 
greater the level of perception of team brand 
attributes perceived.  
 
H2.2: The greater the level of the PR actions, the 
greater the level of perception of team brand benefits 
is perceived. 
 
3.3. The influence of team brand image on team 
brand loyalty  
 
Previous literature, based on consumer cognitive 
variables, indicates that for complex services, 
corporate image directly impacts customer loyalty 
(Kandampully and Suhartanto, 2000). This 
relationship has also been found in various sectors 
and cultures (Ogba and Tan, 2009) and suggests that 
if customers are loyal to a certain brand; they will 
recommend it to others and will be hardly 
influenced by competitors (Schultz, 2005). 
Given that successful brands are those that 
have managed to identify with the needs of its 
consumers, this identification increases the 
probability of being acquired by them (Hsieh et al., 
2004). This feature is important because the brand is 
formed by the image which the consumer associates 
in their mind (Sondoh et al., 2007). This feature is 
most important in sports consumption, because 
clubs provide an opportunity for their followers to 
be connected with the ideology associated with the 
brand (Head et al., 2012). In this sector, the brand 
has a greater impact in creating mental and 
emotional ties with his followers (Babiak and Wolfe, 
2009). For this reason, clubs must generate brand 
images in their followers, to create a sense of loyalty 
in them (Gladden and Funk, 2001). 
In the sports literature there are also studies 
that have found a relationship between the images 
associated with the brand and loyalty towards it 
(Gladden and Funk, 2002. Bauer et al, 2008), but they 
recommend further investigate the issue (see Ross, 
2006). Therefore, in our research we developed the 
following hypothesis: 
 
H3.1: The greater the level of the team brand 
attributes, the greater the team brand loyalty. 
 
H3.2: The greater the level of the team brand 
benefits, the greater the team brand loyalty. 
 
3.4. The influence of follower involvement in team 
brand loyalty 
 
Several previous studies in some sectors have shown 
that the involvement of followers and their favored 
team is related to brand loyalty (Celsi and Olson, 
1988; Knox and Walkerb, 2003). The literature 
claims that consumers who are more involved with a 
brand will be more loyal to that brand (Traylor 
1981). In this line of thought, Iwasaki and Havitz 
(1998) validated a sequential process that begins 
with the follower’s involvement, continues with 
psychological loyalty and ends with their brand 
attitude. 
Subsequently, other authors indicate that 
although involvement is not the only determinant of 
brand loyalty, they agree on its significant role as a 
precedent (Quester and Lim, 2003; Hanzaee et al., 
2011). 
In the literature on sports, there is also found 
research to identify factors that influence brand 
loyalty (Lin et al., 2008) which indicate the 
relationship between the involvement of supporters 
and brand loyalty with the team (Murphy, 1996; 
Osman, 1993; Kunkel et al., 2013; Kontogianni et al., 
2011; Heere and Dickson, 2008). Therefore, 
considering the previous literature, our research 
developed the following hypothesis: 
 
H4: The greater the level of follower 
involvement, the greater the team brand loyalty will 
be found.  
 
4. INVESTIGATION METHODOLOGY 
 
4.1. Sample Description 
 
To validate the hypothesis a convenience sample 
was used. According to Henry (1990), this type of 
sample is justified when it is not possible to identify 
the members of a population, and the basic need is 
to establish the existence of a problem, or as in our 
case, establish relationships at the exploratory level. 




To justify the sample size, we calculate the 
minimum size using the maximum standard 
deviation of the questions and accepting a certain 
margin of error (Lambin, 1994). In our case, the 
variable with the larger standard deviation is 
“Players and managers are positive role models for 
their followers,” with the following characteristics: 
Average (3.45); Standard deviation (1.89); Standard 
error (0.6). Applying the formula proposed by 
Lambin (1994), for all variables we are considering 
the same significance level (0.001) and an error of 
0.5 (on a scale of 1 to 5). Therefore, applying the 
above formula, a sample of 128 followers would 
suffice. 
For our research, the sample was made from 
177 soccer fans from Lima, Peru. 72% of the samples 
were men and 28 % women. The subject’s ages were 
distributed in the following way:  20 % between 18-
20 years old; 32 % between 21-23 years, and 48 % 
over 24 years of age. As far as their educational 
level, 11 % of the individuals had a higher than 
Bachelor’s degree, 19% had a Bachelor’s degree while 
48 % of the subjects had no college education. 
 
4.2. Description of the questionnaire used 
 
In this section we present the scales used to evaluate 
each of the variables of the model. Considering the 
originality of our research and the lack of similar 
research, all scales followed a similar procedure: 
literature review to prepare the items. Then they 
were discussed with teachers and supporters of 
professional football to debug and test the items 
scales. 
 
4.2.1. The variable CSR 
 
To operationalize CSR, proposals of various authors 
cited in our theoretical framework were investigated. 
Therefore twenty indicators, evaluating the actions 
that football clubs may use to influence their market 
were developed. An interval scale was used where: 
(1) Nothing (3) Something, and (5) A lot. This scale 
obtained an Alpha Cronbach of 0.9631. 
 
4.2.2. The variable PR 
 
This variable was operationalized from the 
proposals of the authors mentioned in our 
theoretical framework. Therefore, this variable was 
measured with fourteen items to evaluate PR 
actions. An interval scale was used, where: (1) 
Nothing (3) Something, and (5) A lot. This scale 
obtained an Alpha Cronbach of 0.9521. 
 
4.2.3. The variable "team brand image" 
 
From the review of the various authors cited in our 
theoretical framework, eleven indicators were 
developed to collect (i) the attributes associated with 
the brand. This scale obtained an Alpha Cronbach of 
0.9209. To assess (ii) the perceived benefits of the 
brand, thirteen indicators were developed. They 
obtain an Alpha Cronbach of 0.9505. To assess both 
variables interval scales were used, where (1) 
Nothing (3) Something, and (5) A lot. 
 
4.2.4. The variable "team’s brand loyalty"  
 
To operationalize the team’s brand loyalty, 
proposals of several of the authors cited in our 
theoretical framework were reviewed (authors like, 
Gladden and Funk 2001; Passikoff, 2000; Doyle et 
al., 2013). Eleven items were developed to evaluate 
the reasons that generate team brand loyalty in the 
followers. An interval scale was used where: (1) 
Nothing (3) Something, and (5) A lot. This scale 
obtained an Alpha Cronbach of 0.9559. 
 
4.2.5. The variable “follower’s involvement” 
 
To measure this variable, the proposals of the 
authors of the theoretical framework were used. 
Items scales developed by other authors to measure 
the involvement with the sports team were also used 
(Zaichkowsky, 1994; Tsiotsou, 2013). Thirteen items 
were developed to evaluate the indicators of 
involvement in the followers. An interval scale was 
used, where: (1) Nothing (3) Something, and (5) A lot. 




Table 1 shows the means, standard deviations, and 
zero-order correlations among the variables 
included in the model. Assessment of the correlation 
matrix shown the correlations between variables had 
little variance and they are all statistically 
significant. Looking for signs of multicollinearity 
among the variables, we found all the correlations to 
be well below 0.80, suggesting no multicollinearity 
in the data (Grewal et al., 2004). 
 
Table 1. Means, standard deviations and correlations 
 
Variable Mean Std Dev 1 2 3 4 5 
1. CSR 3.41 .78 1     
2. PR 3.22 .90 .7662** 1    
3. T. Brand Attributes 3.32 .80 .7906** .6430** 1   
4. T. Brand Benefits 3.48 .88 .7952** .6206** .7857** 1  
5. F. Involvement 3.25 .89 7503** .6236** .7140** .7349** 1 
6. Team Brand Loyalty 3.58 .88 7269** .5743** .6439** .7265** .7579** 
Note: p < 0.05; **p < 0.01; ***p < 0.000 
 
5.1. Validation of the hypothesis 
 
To analyze the data, the regression technique was 
used. Although this is not the only method available, 
this technique allows us to estimate the relative 
weights of the variables by the standardized 
regression coefficients obtained (Mark et al., 2011). 
Thus, in a first phase, linear regressions were 
estimated to analyze each of the expected relations. 
The results shown in Table 2 suggest a validation of 




assumptions. That is, the dependent variables can be 
predicted by the independent, and that the relations 
are significant according to the directions given by 
our theoretical model. All these variables met the 
assumption of independence with respect to the 
dependent variable. Considering the value of the 
Durbin-Wattson test, all ratios were greater than 1.5 
and less than 2.5 values, which are the minimum 
and maximum limits allowed. Also, the R2 values 
(i.e., values at or above .80) also confirmed that 
multicollinearity was not a problem (Hutcheson and 
Sofroniou, 1999). 
Thus, the H1.1 hypothesis was validated, since 
the actions of CSR predicted 65% of the level of 
perceived attributes of the brand team, with a 
significance of p <0.000. Also it validated the H1.2 
hypothesis, since the actions of CSR predict 66% of 
variance in the level of awareness of the benefits of 
team brand, with a significance of p <0.000. 
Also, the H2.1 hypothesis was validated as the 
level of PR actions predicts 40% of the level of 
perceived attributes of the team’s brand, with a 
significance of p <0.000. H2.2 was also validated, as 
the level of PR actions predicts 37% of the level of 
awareness of the benefits of team brand, with a 
significance of p <0.000. 
The hypothesis that established the positive 
influence of perceived attributes of the brand in the 
team brand loyalty (H3.1) was also validated, since  
40% of the explained variance of the dependent 
variable, with a significance of p <0.000 was 
obtained. Also it validated the H3.2, as the level of 
awareness of the benefits of the brand predicts the 
52% level of team brand loyalty (significance of p 
<0.000). The H4 was also validated, as the level of 
involvement explains 54% of the team brand loyalty, 
with a significance of p <0.000. 
 
Table 2. Value of the estimated parameters for the predicted relationships 
 
Hypotheses Predicted Relationships R2 Adjusted  T DW test 
H 1.1 CSR  T. Brand Attributes 0.5639 0.8106 1.81*** 1.81 
H.1.2 CSR  T. Brand Benefits 0.5814 0.8151 14.6*** 1.74 
H 2.1 PR T. Brand Attributes 0.4080 0.6430 8.72*** 1.82 
H 2.2 PR T. Brand Benefits 0.3794 0.6205 8.22*** 1.71 
H 3.1 T. Brand Attributes Team Brand Loyalty 0.4091 0.6438 8.74*** 1.72 
H 3.2 T. Brand Benefits Team Brand Loyalty 0.5233 0.7264 10.9*** 1.91 
H 4 F. Involvement Team Brand Loyalty 0.5430 0.7397 11.4*** 1.98 
Note: *p<0.05; **p<0.01; ***p<0.000 
 
In the second phase a hierarchical multiple 
linear regression was used (see Table 3). The 
purpose was to clarify the conceptual doubts about 
the nature of CSR in relation to PR, as well as the 
effect of the attributes and benefits of the brand. 
Therefore, we sought to evaluate the joint effect of 
the independent variables on the dependent 
variable, and the effects of interaction between 
them. 
In the first stage, the variables team brand 
attributes and team brand benefits were introduced 
as predictors of team brand loyalty. In the second 
stage, the variables follower involvement and PR 
were introduced. In the third stage the variable CSR 
was added. We can see in the first stage that the 
variables team brand attributes and team brand 
benefits explain 53 % of the variance team brand 
loyalty  (R2 adjusted= 0.53317; F= 63.244; p < 0.000).  
In the second stage we observe that the 
variables follower involvement y PR add a marginal 
but significant amount, to the variance (△R2 = 0.06; 
F= 53.6397; p < 0.000). In the third stage, when the 
variable CSR is introduced, team brand loyalty’s 
prediction is increased by 2 % (△R2 = 0.021; F= 
57.49466; p < 0.000). Thus, the final model explains 
60 % of the variance in the dependent variable (R2 
adjusted= 0.6026). 
 
Table 3. Hierarchical Multiple Regression Analysis Predicting Team Brand Loyalty 
 
Steps Variables Adjusted R2 △R2  T 
1  
T. Brand Attributes 










T. Brand Attributes 






3.247  ** 
4.040  *** 
3  
T. Brand Attributes 













3.233  ** 
 
2.112  * 
Note: only the significant t results are shown. *p<0.05; **p<0.01; ***p<0.000 
 
The model was clearly modified by the 
incorporation of variables related to the emotional 
component of the fan: benefits of the brand and 
follower involvement. For when these were included, 
there was a significant increase in predictive power 
of the model, but the influence of the attributes of 
the brand, which until the previous stage itself 
explain the dependent variable, was cancelled. 
The variable PR did not have a significant 
contribution to the model, while the variable CSR did 
influence the dependent variable. This result 
indicates that CSR is not perceived by the fans, as 




similar to the PR function, therefore, this finding is a 
first contribution to clarify the debate on the 




While CSR is a concept that firms have used for 
decades in some form or another to obtain 
competitiveness, its study in football clubs in 
emerging countries, it is still scarce. Therefore, this 
article helps to extend the conceptual and empirical 
applicability of the CSR, and the results may offer 
the first generalizable recommendations to a sector 
that has economic and sociological repercussions 
globally. 
Also, while the issue of CSR within the 
professional sport industry is gaining increasing 
currency, there remains a lack of research focused in 
getting to know the variables that can generate 
competitiveness in the football clubs in emerging 
countries. Our research has filled this gap partly 
because it has validated the hypothesis that 
integrates the actions of the clubs could use to 
influence their fans’ motivational variables. 
The results reported above indicate significant 
links between all the variables proposed in the 
original model. All hypotheses are supported. The 
findings, as presented in the estimated model, show 
clearly that the stronger the supporters’ emotional 
attachment to their club the stronger their 
perception of the club as a brand. These results 
contradict the argument made by Chadwick and Holt 
(2006) that many supporters, despite their strong 
emotional attachment to the club, disapprove of the 
idea of their club as a brand.  
The results indicate that the fans are linked to 
the emotional assets generated by the clubs, at the 
same time; however, they are attentive to the actions 
of sporting clubs to raise their positioning. In this 
aspect the clubs must know that their 
competitiveness depends not only on the sporting 
success, but socially responsible actions developed 
to their fans and community.  
The positive assessment of the benefits of the 
brand, by the fans, agrees with what some authors 
suggest about sports brands having a high 
emotional component, and thus can generate more 
loyalty than other trademarks (Chadwick and Beech, 
2007). In this sector, the uncertainty of the results 
makes its consumption marked by a high emotional 
component (drama, excitement and euphoria). It also 
gives it different characteristics than other areas of 
brand consumption (Whannel, 1992). These findings 
are in line with the authors directives that suggest 
that the clubs are indeed and should be, seen as 
commercial brand (Abosag et al., 2012). 
The results also confirm support the authors 
suggestion that the emotional benefits are weighted 
more heavily in the assessment of the brand and 
that they influence the evaluation of the cognitive 
attributes of the same (Thomson et al., 2005). 
Given these results, we can confirm that the 
club use of branding as a business tool is very 
important in today's competitive business 
environment (Abosag et al., 2012). We also confirm 
that to obtain competitiveness clubs also have 
means other than just sports scores. We also found 
support for the authors that believe that a stable fan 
base as an imperative driver of a club brand 
competitive advantage (Rein et al., 2006), since that 
loyalty will translate in a consumer’s decision to re-
purchase a sport product or service for the long-
term (Cayolla and Loureiro, 2014). 
While much of the research on professional 
soccer has been developed mainly in five major 
markets: England, France, Germany, Italy and Spain 
(Desbordes, 2006), our research contributes by 
extending the applicability of the theory to some 
contexts not yet analyzed. 
A limitation in our study is its exploratory 
nature which results in the use of regression 
techniques and the use of a non-probability sample. 
However, the reliability indices obtained and the 
significance of relations allow it to take into account 
our results as a first contribution to the literature. In 
addition the use of convenience sample is justified 
when it is the only way to obtain the information 
necessary for our research, as it has in our case. 
As a proposal for future research is suggested 
to incorporate more organizational and individual 
variables to the model, as market competitiveness 
seems to respond to complex dynamics. Therefore, 
one should use other statistical techniques such as 
structural equation modelling to identify the 
multiple relationships that can be established 
between them. Larger samples are also suggested to 
analyze whether there are significant differences 
between some socio-demographic variables and the 
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